Abstract: Present research is based on empirical evidences collected through the customers
I. Introduction
In its very basic form, e-banking can mean the provision of information about a bank and its services via a home page on the World Wide Web (WWW). More sophisticated e-banking services provide customer access to accounts, the ability to move their money between different accounts, and making payments or applying for loans via e-Channels. The term e-banking will be used in this book to describe the latter type of provision of services by an organization to its customers. Such customers may be either an individual or another business. Gone are the days when every banking transaction required a visit to the bank branch. Today, most of the transactions can be done from the home and customers need not visit the bank branch for anything. Technology is no longer an enabler, but a business driver. The growth of the internet, mobiles and communication technology has added a different dimension to banking. The information technology (IT) available today is being leveraged in customer acquisitions, driving automation and process efficiency, delivering ease and efficiency to customers.
Moving from a manual, scale-constrained environment to a global presence with automated systems and processes, it is difficult to envisage the adverse scenario; the sector was in the era before the reforms, when a simple deposit or withdrawal of cash would require a day. ATMs, mobile banking and online bill payments facilities to vendors and utility service providers have almost obviated the need for customers to visit a branch. Branches are also transforming from operating as transaction processing points into relationship management hubs. The change has been very productive for banks bringing in an increase in productivity and operational efficiency to be more competitive. Better risk management due to centralization of information and real time availability of critical data for decision making.
The world is changing at a staggering rate and technology is considered to be the key driver for these changes around us. An analysis of technology and its uses show that it has permeated in almost every aspect of our life. Many activities are handled electronically due to the acceptance of information technology at home as well as at workplace. Many of the IT initiatives of banks started in the late 1990s or early 2000 with an emphasis on the adoption of core banking solutions (CBS), automation of branches and centralization of operations in the CBS. Over the last decade, most of the banks completed the transformation to technologydriven organizations. Slowly but steadily, the Indian customer is moving towards the internet banking. The ATM and the Net transactions are becoming popular. But the customer is clear on one thing that he wants netbanking to be simple and the banking sector is matching its steps to the march of technology. E-banking or Online banking is a generic term for the delivery of banking services and products through the electronic channels such as the telephone, the internet, the cell phone etc. The concept and scope of e-banking is still evolving. It facilitates an effective payment and accounting system thereby enhancing the speed of delivery of banking services considerably.
A customer satisfaction is an ambiguous and abstract concept. Actual manifestation of the state of satisfaction will vary from person to person, product to product and service to service. The state of satisfaction depends on a number of factors which consolidate as psychological, economic and physical factors. The quality of service is one of the major determinants of the customer satisfaction, which can be enhanced by using ICT available to survive. The banks in India are using Information Technology (IT) not only to improve their own internal processes but also to increase facilities and services to their customers. Particularly, in the banking sector ICT is one of the most important tools, because it provides many suitable alternative banking channels to the customers. It brings connivance, customer centricity, enhance service quality and cost effectiveness in the banking services. Even now, customers are evaluating their banks based on availability of high-tech services. Therefore, implementation of ICT in the banking business continues to improve the banking service.
II. Evolution Of E-Banking
The term online banking was first started in 80"s. The term online became popular in the late '80s and referred to the use of a terminal, keyboard and TV (or monitor) to access the banking system using a phone line. "Home banking" can also refer to the use of a numeric keypad to send tones down a phone line with instructions to the bank. Online services started in New York in 1981 when four of the city"s major banks (Citibank, Chase Manhattan, Chemical and Manufacturers Hanover) offered home banking services using the videotext system. Because of the commercial failure of videotext these banking services never became popular except in France where the use of videotext was subsidized by the telecom provider and the UK, where the Prestel system was used.
The UKs first home online banking services was set up by the Nottingham Building Society (NBS) in 1983 .The system used was based on the UK's Prestel system and used a computer, such as the BBC Micro, or keyboard (Tandata Td1400) connected to the telephone system and television set. The system (known as 'Home link') allowed on-line viewing of statements, bank transfers and bill payments. In order to make bank transfers and bill payments, a written instruction giving details of the intended recipient had to be sent to the NBS who set the details up on the Home link system. Typical recipients were gas, electricity and telephone companies and accounts with other banks. Details of payments to be made were input into the NBS system by the account holder via Prestel. A cheque was then sent by NBS to the payee and an advice giving details of the payment was sent to the account holder. BACS was later used to transfer the payment directly.
In India e-banking is of fairly recent origin. The traditional model for banking has been through branch banking. Only in the early 1990s there has been start of non-branch banking services. The good old manual systems on which Indian Banking depended upon for centuries seem to have no place today. The credit of launching internet banking in India goes to ICICI Bank. Citibank and HDFC Bank followed with internet banking services in 1999. Several initiatives have been taken by the Government of India as well as the Reserve Bank to facilitate the development of e-banking in India. The Government of India enacted the IT Act, 2000 with effect from October 17, 2000 which provided legal recognition to electronic transactions and other means of electronic commerce. The Reserve Bank is monitoring and reviewing the legal and other requirements of ebanking on a continuous basis to ensure that e-banking would develop on sound lines and e-banking related challenges would not pose a threat to financial stability. It issued guidelines on risks and control in computer and telecommunication system to all banks, advising them to evaluate the risks inherent in the systems and put in place adequate control mechanisms to address these risks. A high level Committee under chairmanship of Dr. K.C. Chakrabarty and members from IIT, IIM, IDRBT, Banks and the Reserve Bank prepared the "IT Vision Document-2011-17", for the Reserve Bank and banks which provides an indicative road map for enhanced usage of IT in the banking sector. To cope with the pressure of growing competition, Indian commercial banks have adopted several initiatives and e-banking is one of them. The competition has been especially tough for the public sector banks, as the newly established private sector and foreign banks are leaders in the adoption of ebanking. State Bank of India (SBI) is the nation's largest and oldest bank. SBI has more 130 offices in nearly 35 other countries. SBI has been rolling out its own network of automated teller machines as well as developing anytime-anywhere banking services through internet and other technologies. The Bank is forging ahead with cutting edge technology and innovative new banking models. By the beginning of the 20th century, India"s banking industry boasted a host of new arrivals and particularly foreign banks. The growth of the banking sector, and the development of indigenous banks, in turn creates a need for a larger "bankers" bank.
III. Customer Satisfaction
Customer satisfaction is a measure of how products and services supplied a company meet or surpass customer expectation. Customers perceive service in terms of quality, but how satisfied they are with the overall experience, is what defines their satisfaction. Kilter (2006:144) points out that whether the buyer is
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www.iosrjournals.org 31 | Page satisfied after purchase depends on the offer"s performance in relation to the buyers expectations. Customer Satisfaction is when the outcome of the service matches the expectations of the service."There should be sufficient empowerment at the core and operating team level to enable them to champion the transformation across all stakeholders in the bank "
IV. Literature Review
In the modern competitive world, service process performance is the most important to achieve competitive advantage. V. A. Zeithaml, A. Parasuraman and A. Malhotra(1985) , stated that to deliver superior service quality, managers of companies with Web presences must first understand how customers perceive and evaluate online customer service. A. P. Gaudet suggested that technology satisfaction does drive overall customer satisfaction and that, in turn, overall customer satisfaction does drive loyalty. S. Byun revealed that consumers" value was a good predictor of behavioral intention to use the technology while the value was mainly determined by perceived benefit rather than perceived risk.
J. L. Heskett suggested that while customer satisfaction and loyalty provide a foundation for high levels of customer lifetime value, they support a range of customer behaviors with widely varying values, characterized by mere loyalty (repeat purchase), commitment (willingness to refer others to a product or service), apostle-like behavior (willingness to convince others to use a product or service), and ownership (willingness to recommend product or service improvements).
K. Szabó enlightend that by the 1990"s the technological development becomes able to meet the users" requirements again. The biggest technological advancement since the personal computer and the primary technological force causing all corporations to rethink their business model, the internet is a system of millions of interconnected networks that spans to the earth (Wilson, 1996) . A. T. Allred, H. L. Addams have analyzed service quality from the view of access, courtesy, communication, credibility, security, empathy, tangibles, basic service, fairness, fixing mistakes and guarantees and have concluded that majority of the respondents have stopped using a financial service provider because of poor service performance.
Kalakota and Whinstom (1997) state that "the message for marketers is clear: the purchasing climate and the products change quickly. In order to be competitive marketing executives must employ technology to develop low cost customer prospecting methods, establish close relationships with customers, and develop customer loyalty." The rapid growth of the Web creates a tremendous opportunity for new businesses, but also requires a new way of viewing the market place for community banker, " Experts estimates that consumer use of on-line banking services will increase over 20-fold by the end of the century. Geography and the number of branches become irrelevant and community banks are able to offer the same level of service and convenience to customers as the largest banks. In the past, over 60% of existing bank customers have cited their bank selection to be based on convenience of location. For the customers of today, convenience of location includes the availability of 24-hour access via the Internet" (Wilson, 1996) .
Davis (2003) proposed that costumer intention to use internet banking can be effected by customer attitude towards using internet banking. When customer have positive attitude they are more likely to adopt internet banking and vice versa. (Lichtenstein and Williamson,2006) T. Rungting(2004) stated the expectations and perceived service quality strongly influence customers" emotions; emotions have a strong impact on the perception of service experience and customer satisfaction; and service experience mediates the effects of expectations, service quality, and emotions on customer satisfaction. Rajesh Kumar(2007) reveled in his study that, if skills can be upgraded their will be greater will to use internet banking by consumers. Inhibitory factors like trust, gender, education, culture, religion, security, price can have minimal effect on consumer mind set towards internet banking.
Vimi and Mohd (2008) undertook a study on the determinants of performance in the Indian retail banking industry based on perception of customer satisfaction and stated that customer satisfaction is linked with performance of the banks. Bargal and Sharma(2008) analyzed the role of service marketing in banking sector. The identified important service factors in the banking sector are diversified services, flexible business transaction hours, accessibility of bank location, installation of web system, professional training to the employees, customers" complaint system and performance based appraisal system to enrich their services to their customers. Satisfaction of the customers is the key concept in marketing and it always assumed that the customer satisfaction is the crucial factor in determining the long run prosperity of the business. Kumar Sarvana M (2009) stated that the service quality is categorized in five variables and, the difference between the perceived and desired level of service quaity is negative indicating that the perceived services of the sample banks fell short of the desired services.
The confirmation/disconfirmation paradigm views customer satisfaction judgments as the result of the consumer`s perception of the gap between their perceptions of performance and their prior expectations (Parasuraman et al., 1994) ; customer satisfaction in service industries has been approached differently by equity . Tamas Jonas and Janos Kovesi (2010) stated that understanding the customers" voice is a key contributor to success of any organization that provides services. Customer sovereignty is the key concept in marketing and it always assumed that the customer satisfaction is the crucial factor in determining the long run prosperity of the business. K. Szabó highlighted that by the 1990"s the technological development becomes able to meet the users" requirements again.
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Andrew and Malinga(2011) recommended that more emphasis and efforts be laid on targeting indivisual clients. In addition, internrt banking service provide ought to look out for indicators of innovative ways of creating awareness about the service trough participation in trade organasiation as adoption of new technology of internet bankng. Dr. Mohd Khalaf Ahmad & Dr. Hasan Ali Al-Zu"bi(2011) stated that adoption of e-banking had a positive effect on Jordanian Commercial Bank customers' satisfaction, loyalty, and positive WOM.
Objectives Of Study
The main aim of the study is to assess the quality of facilities provided by State Bank of India to their customers and how the customers feel about the banking facilities (Technological products, E-banking, ATM & other cards facilities).The objective of the study was:  To evaluate the awareness of technological products among the customers of SBI.  To measure the customer satisfaction in delivering the technological services provided by SBI.  To study the most preferred technological service offered by SBI.  To build up various solutions for drawbacks in the delivery mechanism of various technological services of the bank.
Research Design
A descriptive research method, which includes survey and fact finding enquires of different kinds, has been adopted Population and Sample: The population defined for this study was limited to the customers of SBI Bank in Bhubaneswar city. In this study random sampling technique has been used and 100 customers were selected on random basis. Database and Procedure of Analysis: Both primary and secondary data were used for the purpose of the study. One set of structured questionnaire was used to collect primary data for the study. Knowledgeable and potential respondents were consulted to make the questionnaire all inclusive. In a question, respondents were asked to indicate their level of satisfaction regarding various aspects of the implementation of technological products (such as performance, service quality, awareness, reliability, safety) of SBI Bank on a 5-point Likert type scale (1 for "Strongly disagree" to 5 for "Strongly agree"). For the outcomes of customer satisfaction dimensions, the research respondents were asked to indicate the degree of agreement or disagreement on the technological products that banks used as banking technique in order to achieve customer satisfaction. For the outcomes of satisfaction, the respondents were asked to indicate how important they believed of customer satisfaction. Multiple items were used to assess their measurement properties. Consistent with the literature, the scale items selected for the dependent variable were direct measures of customer satisfaction with influences received from implementation of technological products functionality as independent variables. After developing the questionnaire, the customers availing services were identified from entire Bhubaneswar city. Respondents have been explained the objectives of the study and were requested to fill in the questionnaire on the spot. Besides this, many secondary sources have been used for supplementary purpose. Secondary sources include relevant web-based materials and prior research reports etc.
V. Data Analysis
Data have been analyzed by using statistical tools such as factor analysis and multiple regression analysis. Satisfaction level of the respondents was calculated using SPSS. By using the six factor analysis we found the main six factors which included all the twenty variables.By using these mean levels of satisfaction, information has been provided to use in analyzing the situation. Weighted Average Scores have also been calculated using SPSS and then ranking was done determining the aspect contributing the most towards the overall satisfaction of customers. There were two main reasons for analyzing the demographic features of the respondents of the research. First a clear profile of banking service users and second to analyze customer satisfaction issue based on demographic characteristics. This data is also used for further analysis and testing the hypothesis. Demographic profile includes gender, age, occupation, income level. Table 1 indicates the descriptive analysis for demographic information. Out of 100 respondents 75% of the respondents were male and 25% were female. In term of age group 15% were below 25 years, 35% were between 25years to 35 years, 32% were between 36years to 45years, 13% were between 46 to 55 years, and 5% were above 55 years. There were 84% salaried persons doing service, 6% of business man/ woman, 6% students, and 4% having others as their occupation.
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Income profile of the respondents shows that there were 15% of the respondents having income below Rs.1 lac, 52% having income between 1 lac to 5 lac, 23%of the respondents having income between 5 lac to 10 lac and 10% having income above 10 lac. Beginner Mode should consist of the Help option which can guide the users who are not much familiar with OBS to proceed for further facilities in a correct manner. Likely, the other mode comprise of the Expert Mode in which the person who is friendly with OBS can directly operate or go through the transaction options to save his/her time. It increases customer"s friendliness, awareness and also increases quality of OBS.  Strong anti-hacking system has to be tailored to not only strengthen online user"s authentication for the vast Online Banking system but also to defend the theft of customer"s privacy from internet hackers.  Banks should pay attention to reach out their female customers who-in a majority of cases-would have less experience and willingness to avail OBS by facilitating direct shopping through Online Banking with some special discounts over particular range. So that transaction frequency as well as amount that has been  Transact through Online Banking will increase and results to the increment of bank"s productivity.  Banks must also ensure that the various ATM in the city should be functional and have enough cash balance so that the customers may transact without any hassles.  Banks may create awareness among the customers about new products and services by sending e-mails, letters, or messages.
